However, she was very happy with the result; after this experience, she said that patients need more courage for undergoing eye treatments than for skin treatments.
Research Letter
Dear Editor, Tanning, selfies and social media Despite decades of mass media skin cancer prevention campaigns, intentional tanning remains prevalent. Sociocultural norms regarding the desirability of tanned skin are pervasive, 1 reinforced through media, peers and parents, and mediated by internalisation of the tanned ideal. 2 Social media platforms have the capacity to amplify tanning ideals by combining peer and media influences, and by engaging users through creation of interaction with content. The extensive reach of social media, affordability of advertising, high frequency of use and the ability to finely target messages to subgroups of users make social media an excellent tool for public health campaigns. Whilst social media use has previously been associated with increased tanning in adolescents 3, 4 and young women, 5 our survey assesses tanning behaviour, attitudes and social media use in a young adult population, with the hypothesis that using predominantly visual platforms like Instagram and posting self-portraits ('selfies') would be more significantly associated with tanning behaviour and positive tanning attitudes than less visual platforms (such as Twitter) and posting general content.
A 31-item questionnaire was administered to adults attending a workplace skin check examination in Sydney, Australia. The frequency of Facebook, Instagram, Twitter and Snapchat use and posting of general content and selfies were reported. Statistical analysis was performed using IBM SPSS Statistics 24. This study received approval from the University of Sydney's Human Research Ethics Committee.
Of 749 patients, 527 (70%) completed the questionnaire. Table 1 describes this population, their tanning attitudes and social media usage. Respondents were aged between 20 and 60 years (mean age 35.8, SD 8.2). Table 2 summarises associations between demographic factors, use of social media platforms and tanning attitudes and behaviours. Odds ratios (OR) are used to quantify the strength of associations. Age and gender were significantly associated with positive tanning attitudes and behaviours. All other odds ratios reported in Table 2 have been adjusted for the effects of age and gender. Social media usage was prevalent, with 74% of respondents using Facebook and 53% using Instagram at least once per week, with higher frequency use evident amongst younger respondents. Regular use of Instagram was highly significantly associated with increased odds of intentional tanning (OR 2.6, P = 0.002) and feeling more attractive when tanned (OR 2.1, P = 0.004). Snapchat was also associated with positive attitudes towards tanning albeit to a lesser degree (OR 1.6, P = 0.04).
Conversely, Twitter and Facebook, which contain comparatively less photographic content, were not significantly associated with tanning attitudes or behaviour. The manner of engagement with the platform may also be important, as posting selfies was associated with positive tanning attitudes (OR 1.8, P = 0.01), whilst posting general content was not.
As the data result from a cross-sectional survey, it is not possible to comment on causality or directionality. The above findings may suggest that platforms rich in visual content passively or actively influence tanning attitudes and behaviour. Alternatively, visual platforms may attract users who either hold or incorporate tanning ideals to a greater extent. This possibility has been recognised by the indoor tanning industry, which advertises extensively on social media 6 in countries where the practice remains legal. Regardless of causality, these findings indicate that regular Instagram users provide an ideal audience for social media-based public health interventions. We acknowledge that bias may be introduced through selfreported data, and generalisability may be limited due to the highly educated, employed and health-seeking population. However, these findings provide a promising starting point for further research into the use of social media platforms for sustained sun protection campaigns, and as a route through which to counter the deeply entrenched tanned ideal. Engagement with other disciplines is recommended to enhance design and dissemination of content to encourage maximal interaction and engagement with such campaigns. Significant findings in bold.
